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Behavioral targeted advertising, which is the practice of tracking an individual’s 
online activities in order to deliver advertising tailored to his or her interests. The 
practice appears to be a double-edged sword. It could provide the most relevant and 
tailored ad messages, but also could raise significant privacy concerns among 
consumers. This research conducted a 1356-participant quantitative research by the 
means of online and offline questionnaires, trying to find out the advertising 
avoidance reaction of the audience from three aspects: cognition, emotion and 
behavior. 
Results show that all the three factors including privacy concerns, customization 
and advertising attitude have a significant effect on the advertising avoidance. First of 
all, privacy concerns are multi-dimensional, including control, collection and 
awareness. These factors have difference effects on avoidance. Users’ privacy control 
and privacy collection are positively related to the avoidance, while users’ privacy 
awareness is negatively related to the cognition avoidance. Secondly, customization is 
negatively related to the avoidance, especially in cognitive and behavioral avoidance 
level. Thirdly, users’ attitude of behavioral advertising is also negatively related to the 
avoidance, especially in emotional level. In addition, users’ perceptions of behavior 
targeted advertising also have a significant effect on advertising avoidance. Users who 
know the behavioral targeted advertising well are more attend to avoid the advertising 
in behavioral level. 
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页面就会出现相关的广告信息。如图 1.1、图 1.2、图 1.3 所示： 
 
图 1.1 示例图 1          图 1.2 示例图 2            图 1.3 示例图 3 
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